Purpose -The most commonly used segmentation approach to understand information acquisition behavior in the exporting context is to group individuals/firms on a variety of demographic and psychographic variables. This paper argues that while psychographic and demographic segmentation provide descriptive information about who are likely to engage in information search, they are insufficient to provide insights into why individuals search. Design/methodology/approach -Drawing upon the applied psychology literature, an integrative framework using the key constructs of motivation and cognitive ability is developed that conceptualizes the influences of and outcomes from information acquisition. Practical implications -By studying information acquisition within the context of the interactions between motivation and ability, normative insights can be gained on the likelihood of management's active participation in information search. The author develops a typology for the nature of information acquisition to explain the behaviors of user firms with respect to government-sponsored export programs/services. Originality/value -This paper attempts to make two contributions to the export behavior literature: by setting the stage for a more multi-disciplinary analytical and deliberate approach to export information acquisition with respect to identifying relevant variables as antecedents to motivation and cognitive ability to search, and developing a conceptual framework for addressing their relationship to export performance; and advancing research propositions that facilitate empirical testing of these relationships in future research. Keywords Exports, Information searches, Behaviour Paper type Conceptual paper Introduction Many discussions on the relationships between organizational characteristics and information processing often ignore the initial step, the acquisition of data. Thus, before processing can occur, managers must search for and acquire the necessary data. Indeed, some authors suggest that the data acquisition step may be the most important step in the information processing model. Social cognition or learning theory attempts to explain individual's behavior as it is shaped by the person-environment interaction. The theory argues that information search is dependent on the individual's ability and motivation, and both factors are necessary to acquire information via effortful search (Schmidt and Spreng, 1996) . This argument is consonant with studies on newly internationalization ventures which found that individuals' search behaviors were bounded by the decision maker's knowledge of how to process information, as well as the ability to gather an appropriate amount of information (Palich and Bagby, 1995) .
Introduction
Many discussions on the relationships between organizational characteristics and information processing often ignore the initial step, the acquisition of data. Thus, before processing can occur, managers must search for and acquire the necessary data. Indeed, some authors suggest that the data acquisition step may be the most important step in the information processing model. Social cognition or learning theory attempts to explain individual's behavior as it is shaped by the person-environment interaction. The theory argues that information search is dependent on the individual's ability and motivation, and both factors are necessary to acquire information via effortful search (Schmidt and Spreng, 1996) . This argument is consonant with studies on newly internationalization ventures which found that individuals' search behaviors were bounded by the decision maker's knowledge of how to process information, as well as the ability to gather an appropriate amount of information (Palich and Bagby, 1995) .
Entrepreneurs with limited experience tend to use simplified decision models to guide their search, while the opposite is true for experienced entrepreneurs. At the same time, novice entrepreneurs tend to search for more information than entrepreneurs with more business experience, but they searched less in unfamiliar surroundings (Cooper et al., 1995) .
Motivation and cognitive abilities represent two basic tenets of Bandura's (1997) social cognitive theory, which argues that individuals possess a self-efficacy system that provides individuals with the capability to influence their own cognitive processes and actions and, thus, alter their environments. Self-efficacy is a mediator between knowledge and behavior and comprises two components, efficacy expectations and outcome expectations which respectively, relate, to the belief in one's personal capacity to effect a behavior (ability) and a belief that the behavior will result in a particular outcome (motivation). For example, an individual may be aware of the utility of an export information source, but may doubt his or her ability to properly access the source or properly carry out a search. In such a case, failure to use the information source may occur (i.e. lack of motivation) due to the lower perceived self-efficacy.
Literature in diverse areas such as consumer behavior (MacInnis et al., 1991) , organizational behavior (Kanfer and Ackerman, 1989) , and advertising (Batra and Ray, 1986) have emphasized the importance of both motivation and cognitive abilities in learning and task performance. Although the importance of motivation and ability to search has been alluded to in the exporting literature (e.g. the export stage models), no prior studies have attempted to explicitly consider these two behavioral constructs in their analysis. Therefore, using general theories from social cognition, information processing, and resource-based studies, the aim of this paper is to set the stage for a more multi-disciplinary analytical and deliberate approach to export information acquisition by:
. identifying relevant variables as antecedents to motivation and cognitive ability to search, and developing a conceptual framework for addressing their relationship to export performance; and . advancing research propositions that facilitate empirical testing of these relationships in future research.
Conceptual framework: theoretical background Adopting Moorman's (1995, p. 320) definition, information acquisition is viewed as "the processes involved in bringing information about the external environment into the boundary of the organization". Moorman (1995) further emphasizes that information acquisition will lead to improved performance as it enables decision makers to better identify marketing opportunities/threats for better positioning in the international marketplace. Using Bettman's (1979) proposed general framework on information acquisition, information search-related studies in the exporting literature can be summarized in three main areas:
(1) direction -which pieces of information are examined; (2) degree -how much information is sought; and (3) patterns -the organization of the information.
Research on information acquisition within the exporting context has primarily focused on the first two factors: IMR 22,2
(1) the sources of information used and the data collection methods employed; and (2) understanding the impact of different antecedents on information search effort.
Key exporting studies emphasizing these two themes are summarized in Tables I  and II . With respect to patterns of information search, emphasis is on understanding the mediating role of information utilization as it impacts the relationship between information acquisition and firm performance Crick et al., 1994; Diamantopoulos and Horncastle, 1997) .
The importance of matching export information needs to the firm's internationalization experience is often emphasized in the exporting literature (Leonidou and Adams-Florou, 1999; Liesch and Knight, 1999) . In addition to firm-specific variables, other studies have emphasized the need to address information acquisition from a managerial perspective. Indeed, literature from export development and international entrepreneurship recognizes the importance of human capital factors for internationalization success (Gray, 1997) . In a recent comprehensive review about the impact of managerial influences on exporting, Leonidou et al. (1998, p. 96) called for a systematic exploration of the relative impact of each managerial factor' on internationalization. Thus, in addition to firm-specific variables, Table III summarizes other demographic and psychographic variables that have been used to determine management's differing informational needs. The premise of these segmentation approaches is that the competence of a firm, and hence, intensity search effort, is expected to covary with both managerial and organizational characteristics. This paper argues that while psychographic and demographic segmentation provide descriptive information about who are likely to engage in information search, they are insufficient to provide insights into why individuals search. In practice, it is clear why studies often use demographic and psychographic variables as their bases for segmentation. Segments created in such a way are easy to identify and address with a marketing message. It is important to understand, however, that such segmentation only works to the extent that it is correlated with benefits sought by the different segments. With the exception of earlier studies which have examined firms' informational needs in terms of their export involvement stage (Crick et al., 1994; McAuley, 1993) , this aspect of information acquisition, however, has not been addressed in the exporting literature. Therefore, to explain the varying levels of individual search efforts, segmentation models that cluster behaviors with respect to external information search should approximate comprehensive reality (cognition and motivation and the individual) as perceived when individuals process information about these two sets of factors.
While the behavioral variables of motivation and ability provide the basics for segment formation, demographic and psychographic variables provide the richness and texture necessary for describing the characteristics of different segments. Further, while the importance of the individual in the information search process has been emphasized (Gray, 1997) , empirical evidence also suggests that firm-specific factors such as managerial processes and organizational structures and capabilities can impact successful information search (Belich and Dubinsky, 1995) . In this regard, drawing from the resource-based theory, this paper views individuals' demographics and psychographics, as well as organizational demographics as critical antecedents to the motivation and ability to search constructs. Results suggest that the use of internal sources was associated with the small company's strategy and objectives, the nature of its products, its distance from its export markets, and the international expertise of its employees Walters (1996) Export sales (þ ) Management's export commitment (þ ) Psychic distance (2) Firm size (n.s.)
Information acquisition activity was influenced to a greater extent by the relative importance of exporting and management's export commitment than temporal factors or the scale of overseas business Voerman et al. (1998) Country-of-origin (þ )
Country-of-origin, industry sector type, and firm size influenced both the number of information sources consulted, and the type of information provider consulted Belich and Dubinsky (1999) Organizational characteristics (n.s.) Organizational objectives (mixed results) Product-related variables (n.s.) Environmental variables (n.s.)
An emphasis on sales volumes and product differentiation led to greater information search among small exporting companies. In contrast, an emphasis on product differentiation was inversely related to the amount of information search (continued) The amount of information search was highly related to the perceived usefulness of the information source and the firm's level of exporting entrepreneuruialism While higher levels of environmental uncertainty led to greater information search, environmental complexity had a negative and significant effect on the amount of information search A negative relationship was found between firm size and search effort Table I .
Conceptual framework of antecedents Study
Type of information source Conclusions Kotabe and Czinkota (1992) State government promotion programs The gap analysis found that a wide discrepancy exists between local firms' assistance needs and the public provider's provision of assistance. While logistics, legal procedure, and foreign market intelligence are major problematic areas for exporters, public agencies focused half of their export assistance efforts on sales promotion
The gap analysis also suggests that more assistance effort should be directed to those firms in their early stages of internationalization McAuley (1993) Personal versus impersonal sources The five most important information sources sought by exporting companies are: (1) personal contact overseas; (2) overseas agent; (3) trade fairs; (4) overseas subsidiary company; and (5) overseas company office Walters (1996) Experiential versus external sources Experiential knowledge was valued less highly than expected. Personal contacts were viewed as more important information sources. Sources which are accessible and inexpensive such as the Export Council, were also used more frequently Souchon and Diamantopoulos (1997) Export marketing research Export assistance Export market intelligence Both export marketing research and export market intelligence was much more likely to be stored for future use and/or used immediately. Export assistance was mostly stored for future use Hart and Tzokas (1999) Informal versus formal information sources Informal research activities such as customer visits, exhibitions, and competitor visits are significantly, if rather weakly, related to the export-to-sales ratio
The more formal research activities, comprising of surveys, seminars, and test marketing are significantly related to export sales and export profits Leonidou and Adams-Florou (1999) Personal versus impersonal sources Exporters tend to rely more on personal than impersonal sources of information. The three most important impersonal sources, ranked in terms of their importance, are foreign customers, personal contacts, and managerial visits abroad Yeoh (2000) Personal sources Quasi-governmental sources Documented sources Personal and quasi-governmental sources were relied on to a greater extent by global start-ups, whereas documented sources were used less frequently Firms with a strong entrepreneurial orientation tended to rely more on personal information and quasi-government sources and relied less on documented sources There is also a need to understand the impact of search costs on individuals' motivation search process. Drawing from the transaction-cost perspective, the economic theory of search is used to gain insights into the costs and benefits when making information search decisions (Moorthy et al., 1997) . The economics of search efforts have their theoretical roots in the resource dependency literature, which argues that environmental uncertainty increases the complexity and turbulence of the external environment, which, in turn, increases individuals' information search efforts for more timely and accurate information (Ottum and Moore, 1997) . While larger firms have resources to obtain and process greater amounts of information, smaller-sized firms may need to make trade-offs in the efficiency in which information is internalized and acted upon. Variables capturing these theoretical perspectives and their impact of information search are shown in Figure 1 . The following sections discuss the different theoretical perspectives with respect to the ability and motivation to search constructs.
Ability to search
Given the number of new constructs introduced in this paper, Table IV summarizes the operationalization of these constructs with their intended meaning. To advance research in the area of information acquisition within the context of
Demographic segmentation
Size of the firm (surrogate for income) Diamantopoulos et al. (1990 ), Cavusgil (1984 , Hart et al. (1992) and Kumcu et al. (1995) Knight and Cavusgil (1996) , Shrader et al. (2000) and Westhead et al. (2001) Educational level Level of education completed by the individual with primary responsibility for the firm's export decisions Highest level of academic degree attained Schlegelmilch and Ross (1987) and Moini (1995) Global orientation The extent of management's geocentrism Management's command of foreign language
Overseas travel Interest in foreign cultures Dichtl et al. (1990) , Shoham and Albaum (1995) , Gray (1997) and Knight and Cavusgil (1996) Effort-based learning Madsen (1989) and Walters and Samiee (1990) Firm size Level of firm's resource endowments Number of full-time employees Export sales Madsen (1989) , Diamantopoulos et al. (1990) and Hart et al. (1992) (continued) 
Confidence levels Degree of optimism on the part of management that their chances are substantially better than others for a particular kind of venture Knowledge about where to find information sources
Having the skills required to obtain needed information Confident in one's ability to research international issues Bearden et al. (2001) Efficiency motives Perceived benefits of information search The belief that information search will provided added value or facilitate achievement of higher level goals
Environmental uncertainty
The extent to which management believe that the information for decision-making is available within a given international context
The availability of needed information Predictability of future outcomes Predictability of competitors' actions Perceived cultural problems Kogut and Singh (1988) and Boynton et al. (1993) Information quality The ability of the information in enhancing decision-making in an accurate and reliable manner
The information was objective The information was very accurate The information was highly credible The source of the information is reliable Moenart and Souder (1990) Moorman (1995) Time specificity in information acquisition Information is highly time specific in acquisition if it must be captured when, or very shortly after, it first originates Number of days after origination within which the information just be captured or it becomes un available/outdated Choudhury and Sampler (1997) 
Information use
The extent to which information is directly used to guide behavior and the degree to which information leads to the reduction of uncertainty in decision making
Instrumental use
The direct application of information to solve a specific problem or to make a particular decision
Using information to make particular export decisions Using information to reduce uncertainty about exporting Using information to solve specific decisions at hand Souchon and Diamantopoulos (1999) Conceptual use The indirect application of information to enhance management's stock of knowledge base
Using information to reinforce expectations
Using information to justify decisions made Using information to understand more about the international environment Souchon and Diamantopoulos (1999) Export performance Composite outcomes of the export sales of the exporting company
Export intensity Export profits Export growth Performance achievement
Export performance relative to competition Cavusgil and Zou (1994) , Katsikeas et al. (1996) , Katsikeas et al. (2000) and Leonidou et al. (2002) Table IV.
Conceptual framework of antecedents
exporting, future studies should consider issues of operationalizability regarding the constructs and empirical testability of the research propositions developed in this paper. Ability to search is defined as the cognitive capability of searching for and the processing of information and involves knowledge of sources of information and knowledge of procedures for searching (MacInnis et al., 1991) . It has been suggested in the organizational learning literature that experience is a prime source of learning and captures the incessant trial-and-error process by which individuals acquire information (Sinkula, 1994) . Indeed, the internationalization literature argues that knowledge acquisition via foreign market expansion helps firms build value-creating skills for sustained competitive advantage in international markets (Ghoshal, 1987) . For example, exposure to, and direct involvement with different international customers and business increases the breadth of a firm's internationalized knowledge domain. This knowledge helps a newly internationalizing firm to use the cultural values in designing and marketing products to better meet local customers' needs (Cavusgil and Zou, 1994) . Knowledge acquisition has been described by Huber (1991, p. 90) as the "process by which knowledge is obtained" and this learning process is driven by the individual's age and effort (Garvin, 1993) . Aged-based or experiential learning is defined as the learning an individual acquires from the extent of his/her experience. Experiential learning, defined as implied knowledge that is tacit and acquired through operating in the market has been shown to predict exporting success in the internationalization literature (Leonidou and Katsikeas, 1996) . Although age is an important indicator of learning, it does not capture the effort in learning. Therefore, this gap is addressed by introducing the second construct of learning, effort-based learning and is defined in terms of the organizational resources used to develop knowledge about international business. Effort-based learning is also associated with the notions of time-compression economies and causal ambiguity popularized in the resource-based literature (Dierickx et al., 1989) . Given that newer and smaller firms often lack the resources for extensive information search, the skills and knowledge of the top management team are likely to be more predictive of, and influential on, patterns of information search . As such, the age-based and effort-based constructs reflect this managerial perspective.
The following section discusses how the dual aspects of age-based and effort-based learning have been discussed in the exporting literature. In addition to using management's business and international experience to assess aged-based learning, demographic and psychographic variables are also discussed given that they are likely to impact individuals' international experience and subsequent learning. With respect to effort-based learning, this paper focuses on the efficient development and use of resources for export planning activities.
Impact of age-based and effort-based learning on information search Age-based learning Amount of business experience. A commonly used instrument to capture aged-based learning is the amount of business experience acquired by the individual or the firm. In the context of this paper, actions of individuals toward information acquisition may be viewed as examples of decision-making under conditions of limited capacity or IMR 22,2 bounded rationality. These models assume that less experienced individuals, in contrast to their more experienced counterparts, often have limited conceptualization of the problem, and their process of information search tends to be satisfying rather than optimizing (Lord and Maher, 1990) . In contrast, higher business experience increases individuals' expertise in the complexity of decision-making and perceptual acuity. As such, experienced individuals, guided by their more elaborate and detailed schema tend to possess a greater awareness of what is needed, and are more likely to gather a richer array of information and to do so with greater speed (Kaish and Gilad, 1991) . Perhaps, more than any other type of work experience, prior start-up experience can help compensate for the liabilities of newness. Therefore, it is assumed that the more experience the top management members have had with prior start-ups, the more willing they will be to accept the additional complexities and risks associated with exporting.
Exporting studies found that less experienced managers often refer to uncertainty stemming from lack of knowledge as a major obstacle (Walters, 1996) . Although the exporting literature has not explicitly addressed the relationship between prior managerial experience and search ability, current research on newly internationalizing ventures may provide insights into the relationship. According to Shrader et al. (2000) , experienced managers typically believe they can apply their skills to influence the amounts of risk to which their firms are exposed. Specifically, prior business experience with new ventures provide individuals with basic business skills and confidence that allow them to manage international risks by gathering additional information about foreign markets when it is lacking. Therefore:
P1. Higher business experience increases management's ability to search.
Amount of international business experience. While the amount of business experience may enhance an individual's ability to search, other studies have shown that years in business can induce other effects, such as creating inertia. Success in internationalization requires assimilation of new experiential knowledge about specific foreign business practices and institutions, as well as general experiential knowledge on how to organize for foreign competition. As such, an alternative measure to capture age-based learning could be the firm's tenure of involvement in international business. A study on newly internationalizing firms found that in addition to the accumulation of foreign knowledge from the firm's international experience, the amount of time the firm has devoted to domestic operations may impact on the firm's level of internationalization knowledge and search effort (Autio et al., 2000) . As Eriksson and others have noted, "accumulated experiential knowledge exerts an influence on the future internationalization of the firm through its influence on the search process" (Eriksson et al., 1977, p. 345) . Firms that internationalize later are more likely to develop cognitive impediments to learning about international markets. That is, new knowledge has to contend with a firm's existing approaches to operations, or its "dominant logic" (Bettis and Prahalad, 1995) . Firms may also be "locked out" of certain types of knowledge if they do not acquire it early on. Also, they develop "competency traps" whereby they limit their resources to pursuing narrow set of opportunities that are most suited to existing capabilities (Cohen and Levinthal, 1999, p. 136-7) . Because acquiring new experiential knowledge involves new ways of thinking, these Conceptual framework of antecedents arguments suggest that younger firms may possess some learning advantages over older firms who internationalize later in assimilating new experiential knowledge. It is, however, not necessary that experience in international operations has to be gained by the firm as organizational entity. In the case of newly internationalizing companies, the owner's international experience is an important substitute for the firm's lack of international experience Shrader et al., 2000) . Such experience provides managers with knowledge of foreign markets, as well as knowledge of international business (Knight and Cavusgil, 1996; McDougall et al., 1994) . As a result, this experience can reduce the ambiguity and complexity of pursuing foreign markets. Additionally, managers with international experience may have international social networks that can compensate for an organization's lack of established networks and thereby help a new venture succeed in international markets.
P2. The age of a firm at international entry is negatively related to its ability to search.
P3. Prior international business experience increases management's ability to search.
Relationships with education and global orientation Educational level. Empirical findings on the nature of the relationship between managerial characteristics and export performance have established that a clear positive relationship exists between the educational level of the manager and the degree of export involvement of the firm (Axinn, 1988; Leonidou et al., 1998) . Better educated managers are more inclined to have better managerial knowledge and capabilities, interested in foreign affairs, and perceive exporting to be less risky (Moini, 1995; Schlegelmilch and Ross, 1987) . Perhaps, one reason for the positive relationship between management's levels of formal education and export performance is due to the fact that higher levels of educational levels orient individuals to be more aware of information needs and to be more cognizant of the wide array of information for exploiting international opportunities in a timely manner (Cooper et al., 1995) . Studies on entrepreneurial behavior suggest that entrepreneurs with more diverse and higher levels of education exhibited greater abilities in developing relevant skills and contacts and were more aware of different resource and information networks. Furthermore, as suggested in the management literature, the level of educational background influences how individuals initially define the problem, and how the problem is defined can subsequently influence diagnostic activity and information processing (Volkema, 1986) . Altogether, the preceding arguments suggest that higher levels of education increase one's ability to identify, locate, and assimilate relevant information. Therefore:
P4. Higher levels of education increase management's ability to search.
Global orientation. In contrast to the former managerial factors, which are heavily dependent on managerial experience, global orientation is often viewed as an attitudinal characteristic, which is defined as the way management thinks and behaves towards exporting (Dichtl et al., 1990; Leonidou et al., 1998) . The global orientation construct is closely related to that of the locus of control developed in the strategic IMR 22,2 management literature and is found to be a critical characteristic of entrepreneurial behavior such as risk taking, proactiveness, and innovation (Miller and Friesen, 1983) . Globally oriented managers tend to possess a "supra-national outlook" versus a "national outlook", a greater appreciation of cultural similarities and differences, are better equipped to exploit foreign market opportunities, and perceive less "psychic distance" in their exporting tasks (Gray, 1997; Shoham and Albaum, 1995) . Also, managers with an external orientation differed from managers with an internal focus in that the former tend to search more intensively and are also are more likely to utilize a wide array of information sources. Several studies found that the earlier a firm internationalizes, the more likely it will embrace an international identity than an older firm, allowing it to be more aware, more capable, and more willing to pursue international opportunities (Brush, 1992; Eriksson et al., 1977) . Thus:
P5. Higher levels of global orientation increase management's ability to search.
Effort-based learning Export planning capabilities. Exporting success has been strongly linked to firm's market research activities (Barringer et al., 1996; Madsen, 1989; Walters and Samiee, 1990) . Specifically, firms with export-specific organizational structures and those that undertake systematic formal market research and planning tend to perform better. In their study of high-tech exporting companies, Ayal and Raban (1987) found that firms with successful products tend to do more market research, engage in greater market planning, market monitoring, and market testing. In general, a formal approach to export planning is critical for two reasons (Aaby and Slater, 1989) . First, planning allows companies to deal more proactively with uncertainties in the international marketplace. Second, planning facilitates adaptation to environmental differences. Therefore, in international markets, a company's export planning capability is an important organizational resource, should play a vital role in building competitive advantages overseas, and should increase the firm's capacity to manage international opportunities. Thus:
P6. Export planning capabilities have a positive impact on information search ability.
Firm size. The new venture literature suggests that the quality and quantity of information sought is positively related to the size of the venture (Cooper et al., 1988) . Larger ventures, because of their accessibility to more capital, tend to engage in more extensive information search. The positive relationship between firm size and information search can be argued from the economics of scale perspective in that larger firms have "slack" resources to allocate people and financial resources to marketing research activities (Matthews and Scott, 1995; Samiee and Walters, 1990) . These additional resources allow larger companies to engage in foreign marketing research more frequently and to use more rigorous techniques in their analysis.
The relationship between firm size and information search has found mixed results in the exporting literature (Table I) . These mixed conclusions seem to be heavily influenced by the size measure (number of employees; percentage of turnover; annual turnover) and the types of information sources used (Diamantopoulos et al., 1990; Hart et al., 1992) . Smaller firms, because they lack the breadth of resources larger firms, Conceptual framework of antecedents tend to perceive information gathering to be more problematic and also tend to be less aware of export information sources (Piercy, 1981) . Indeed, given their limited resources, smaller-sized companies attempt to reduce their export information costs by relying on more accessible and less expensive information sources (secondary information) over primary sources (e.g. visits to foreign markets) (Weinrauch et al., 1991) . Therefore:
P7. Firm size has a positive impact on information search ability.
Motivation to search
Motivation to search is defined as the desire to expend effort in the collection and processing of information to achieve a desired end state (Schmidt and Spreng, 1996) . In accordance with earlier studies that have emphasized the efficiency motive to information search, this paper also discusses motivation to search from the normative objective of attaining self-regulation[1]. Activation of self-regulatory processes is expected when goal-directed behaviors are directed toward internationalization and individuals are confident that they possess the capabilities to successfully attain the goal (Kanfer and Ackerman, 1989) . Two capabilities that are relevant for successful internationalization are the individual's perceptions toward managing international risk (Shrader et al., 2000) and their perceptions of perceived knowledge or confidence levels (Radecki and Jaccard, 1995) . Further, as shown in Figure 1 , efficiency motives toward external information search are influenced by individuals' perceived benefits and perceived costs of search. Commitment to internationalization. Individuals' level of commitment to exporting can be viewed in terms of the notion of "involvement" which is the "perceived personal relevance" of the object or situation to the consumer (Celsi and Olson, 1988) . Involvement has received considerable attention from consumer researchers because of its importance in influencing consumers' cognitive and behavioral responses to marketing stimuli (Laaksonen, 1994) . Several psychology studies have noted a positive relationship between personal relevance of a task and individuals' increased attention and comprehension to information about the topic (Celsi and Olson, 1988; Radecki and Jaccard, 1995) .
Export commitment is typically conceptualized as an attitudinal or behavioral construct (Axinn, 1988) . The former often describes the "softer" aspects of management's attitudes toward exporting and has been labeled as "favorability of management's expectations" and "perceived attractiveness of exporting" (Aaby and Slater, 1989) . In contrast, the behavioral component of commitment emphasizes the "extent of resource allocation" or "resource commitment" to exporting activities (Cavusgil, 1984; Evangelista, 1994) . Firms that are highly committed to exporting tend to place more emphasis on formalized international marketing research (Cavusgil, 1984) . High management commitment also leads a firm to aggressively pursue export market opportunities and export marketing strategies that improve export performance (Cavusgil and Zou, 1994) . Management in these companies is also more likely to carry out frequent investigations of export markets, participate in international trade promotions, and travel extensively overseas. The preceding arguments suggest the following:
P8. Higher export commitment increases management's motivation to information search.
IMR 22,2
Risk management. A person perceives risk when the outcome of an action is not certain (Bauer, 1960) . Risk perceptions in the consumer behavior literature are concerned with the negative consequences arising from the purchase and use of the product. Previous consumer behavior studies have shown that the greater the perceived risk, the greater the number and types of information sources consulted by consumers. Depending on the level of risk perceived, consumers may limit their search to a few information sources or may consult greater number of information sources (Dholakia, 2001) . In a similar vein, given that international risk is inherently higher for firms new to foreign markets, one risk-reduction strategy that is primarily used by smaller firms is to pursue cautious and slower-paced entries for international market expansion (Johanson and Vahlne, 1990) . However, as demonstrated by studies on newly internationalizing companies, willingness to take risks provides the perspective or orientation that guides management's perspectives about international success. For example, Shrader et al. (2000) found that newly internationalizing companies can succeed in foreign markets by strategically influencing the amount of international risk to which their firms are exposed to by exploiting simultaneous trade-offs among foreign revenue exposure, country risk, and entry mode commitment in each country. Thus, selling outputs in a risky country was accompanied by employing an operating mode that committed fewer resources, such as exporting, and depending on that country for a relatively small proportion of total revenues.
Management's prior work experience in international business is arguably the most beneficial type of experience for managing international risks. Given their higher levels of knowledge about foreign markets and international business, internationally experienced managers may be better equipped to deal with and more comfortable accepting international risks. Given that complex international risks can be managed, management is more likely to scan the environment frequently to gather information that can be used to anticipate or respond to environmental changes (Lim et al., 1996) . Therefore:
P9. Prior international experience is expected to increase an individual's risk perceptions such that favorable attitudes toward international risk management have a positive impact on management's motivation to search.
Confidence levels. An individual's self-confidence is defined as the extent to which an individual feels capable and assured with respect to his or her marketplace decisions and behaviors. That is, self-confidence reflects the individual's perceived ability to make effective managerial decisions, including the ability to acquire and use information. This decision-making component is consistent with the extensive body of research that has attempted to understand and improve consumer and firm performance through knowledge of how marketplace information is obtained, analyzed, and used to make purchase-related and managerial decisions, respectively (Bearden et al., 2001) . Self-confidence also enables individuals to operate effectively when faced with complex decisions involving large amounts of information and strain from marketplace pressures. Studies have shown that behaviors of persons low in self-confidence are more subject to environmental circumstances and are more inclined to inconsistent decision-making than are those of persons who are high in consumer self-confidence (Mossman and Ziller, 1968) .
Conceptual framework of antecedents
Research suggests that a learning orientation [2] , because of the motivation to improve skills, motivates individuals to seek information in the belief that this helps them develop their understanding and knowledge of their environments (Kanfer and Ackerman, 1989) . However, individuals' perceptions of their knowledge levels can play an integral role in shaping cognitions and influencing decision-making and behavior. Specifically, self-efficacious individuals judge themselves to be capable of organizing and executing courses of action required to perform successfully at their jobs (Bandura, 1986, p. 391) . Several studies suggest that these confident individuals are less likely to systematically search for information on topics that they are knowledgeable about, and tend to use simplistic rules when formulating choices due to their confidence in their knowledge. They are more likely to draw upon their routines and responses which have worked in the past (Cooper et al., 1995; Guth et al., 1991) . Indeed, several studies have shown that only when the individual's confidence was challenged, did greater information search occur (Ettlie, 1983; Guth et al., 1991) .
Studies also suggest that confidence tends to increase with experience in particular types of decisions because confidence is a function of the number of successful similar decisions available (Einhorn and Hogarth, 1978) . This suggestion seems to hold true for entrepreneurs who tend to rely on their accumulated experience to make decisions and tend to exhibit more overconfidence in judging risks than regular managers (Rice and Hamilton, 1979) . Prior experience with new ventures may also provide basic business skills and confidence that can lead new venture managers to more skillfully manage international risks (Shrader et al., 2000) . Thus, the evidence suggests that:
P10. Prior business and/or international experience is expected to increase an individual's perceived confidence level. Higher perceptions of one's confidence level will negatively impact an individual's motivation to search.
Efficiency motives of information search
Perceived benefits of information search Individuals engage in information search to the extent that they believe that the information will provide added value or utility by facilitating achievement of higher level goals. Organization information processing research suggests that it is not organizational capabilities per se, but the fit between organization information processing needs and capacity that is critical (Tushman and Nadler, 1978) . From the industrial organization (IO) perspective, one way firms adapt and survive in their environment is by strategically aligning their strategy to the external environment, and information acquisition allows better strategic response to potential sources of environmental change. While information serves as a means of reducing uncertainty, information requirements, in turn, depend on uncertainty and by extension the desired information processing capacity depends on the information processing needs. Environmental uncertainty. Environmental uncertainty is defined as the extent to which management believe that the information collected for decision-making is available within a given situational context. Exporting studies have either examined the environmental uncertainty construct at the industry level (Hlavacek and Ames, 1986) or in terms of the characteristics of the export market (Julien and Ramagalahy, 2003) . The latter, which is emphasized in this conceptual paper, is also commonly referred to as psychic or psychological distance. Nordstrom and Vahlne (1994) define IMR 22,2 psychic distance as "factors preventing or disturbing firm's learning about and understanding a foreign environment" (p. 42). This definition reflects the fact that learning and understanding, rather than the mere access to information, are essential in the development of appropriate operating strategies in foreign markets. Factors that could impede or disturb the flow of information between the firm and the targeted foreign market include linguistic, institutional, cultural, and political factors.
Researchers have suggested that entering countries that are psychically closer reduces the level of uncertainty firms face in the new market (Johanson and Vahlne, 1990) and that psychically close countries are easier for companies to learn about (Kogut and Singh, 1988) . Thus, higher levels of environmental uncertainty or psychic distance are expected to positively correlate with the firm's environmental scanning efforts (Daft et al., 1988) . However, other studies have argued that information search could be reduced under conditions of high uncertainty. Ungson et al. (1981) found that high levels of environmental uncertainty led to lower information search as individuals may be overwhelmed by the sheer volume of data available and may be unable to gather the required information and/or effectively process large quantities of information. This cognitive limitations model was corroborated in an exporting study by Diamantopoulos et al. (1991) , which found that firms search less in highly uncertain environments as accurate information is more difficult to obtain. Given that cultural distance is comparatively more significant a foreign expansion barrier and that much of the cultural knowledge gained is likely to be tacit in nature, firms may find it more difficult to process and integrate the information in a competent manner (Zahra et al., 2000) . Conversely, when uncertainty is low, limited search effort is sufficient to clarify the situation. These arguments suggest that rather than a linear relationship between uncertainty and information search, a curvilinear relationship more likely describes the relationship such that information search efforts would be lower at both high and low levels of environmental uncertainty (psychic distance). The preceding arguments suggest that:
P11. Perceptions of environmental uncertainty will be curvilinearly (inverted-U) related to management's motivation to search, such that information search activity will be lower when the international environment is marked by either high or low levels of uncertainty than at intermediate levels of environmental uncertainty.
Perceived environmental uncertainty and environmental threat. Several studies suggest that the effects of environmental uncertainty on information search are accentuated when threatening conditions are present (Argote et al., 1989; Jackson et al., 1987) . Individuals are more likely to engage in external information search when they perceive the external environment as more threatening (Boynton et al., 1993; Jackson et al., 1987) . Thus, even though uncertainty is an important predictor of information search, Jackson et al. (1987) argued that "uncertainty in and of itself may not be cognitively relevant for understanding the individual's response patterns unless threat levels are sufficiently high to warrant actions to reduce stress to some manageable level" (p. 144). Thus, by focusing solely on the impact of either environmental uncertainty or environmental threat independently could provide an incomplete explanation of managerial information search behavior.
Conceptual framework of antecedents
Environmental threat is the perceptual consequence of slack and can be viewed as the extent to which events within the environment are perceived as capable of reducing resources needed for task accomplishment, creating negative outcomes, or imposing unrealistic time constraints (Staw et al., 1981) . Slack impacts information needs in different ways. When slack is available (i.e. low perceived threat), less extensive information search is required since companies have ample time and resources to deal with the perceived threat (Bourgeois, 1981) . Indeed, finding satisfactory solutions to organizational problems is easier when sufficient resources are available. In contrast, when slack decreases, this is accompanied by a higher level of perceived threat and extensive information search is undertaken to ensure carefully reasoned decisions. For example, compared to the domestic marketplace, the foreign competitive environment poses a greater source of environmental uncertainty for exporting companies as it directly affects firms' marketing mix strategies, and hence, their export revenues. Particularly, if an exporting firm competes on price advantages, an increase in the number of foreign low cost competitors could pose a potential threat to the firm in two ways. If the firm perceives this uncertainty to be non-threatening (i.e. no potential loss in profitability due to its competitive niches in international markets), extensive information search is unlikely to occur. However, if the firm's products are easily substitutable with those of competing firms, the strong potential for switching behavior is expected to lead to greater information search. Therefore:
P12. Perceived environmental threat influences the relationship between perceived environmental uncertainty and information search. When perceived environmental threat is low, information search is not expected to increase as perceived environmental uncertainty increases. When perceived environmental threat is high, information search intensity is expected to increase as perceived environmental uncertainty increases.
Perceived costs of information search
Information search entails several kinds of surveillance costs which include time, effort, and money required to monitor and procure information from an environmental source. Three factors are expected to influence the perceived costs of information search: information characteristics such as their general accessibility and quality, time specificity in acquisition, and source characteristics related to source credibility.
Information accessibility and quality. Information accessibility refers to the extent to which the information is available and accessible to individuals in a format which they can easily utilize. Information quality is concerned with the ability of the information in enhancing decision-making in an accurate, reliable, and timely manner (Zmud, 1978) . In addition to these attributes, Moenart and Souder (1990) identified three other message attributes related to information quality: relevance of the information to the user's task, novelty in terms of the amount of new insights perceived by the user, and comprehensibility of the information.
While information quality is expected to correlate highly with information use, several studies suggest that information sources are often chosen for reasons other than those related with quality. While it is not uncommon for many small business managers to rely on their own accumulated experience to make decisions, they also tend to rely on personal sources as their first choice for information source IMR 22,2 (Rice and Hamilton, 1979) . Particularly, information sources that are rich, informal and accessible such as interactions with friends, families, and colleagues were preferred over formal sources such as academic journals, industry and government reports which were perceived to provide higher quality information (DeMartini and Whitbeck, 1987; Smeltzer et al., 1988) . In addition to the amount of time and effort costs expended to obtain these formal information sources, certain document sources also lack comprehensibility. This message attribute becomes important in information transfers when technical competency is needed in interpreting the presentation and the adequacy of technical reports (Desphande and Zaltman, 1982) . Given the lack of (or substantially less sophisticated) management information systems and the lack of resources available for information gathering particularly for small and medium-sized companies, trade-offs between higher quality and expensive information sources and inexpensive, but accessible sources are important considerations for these firms. Therefore, even though experiential sources such as visits to overseas markets are viewed as more useful (McAuley, 1993; Kotabe and Czinkota, 1992) , the higher costs associated with these information sources lead many newly internationalizing firms to seek more accessible information ones such as conversations with customers and suppliers. Therefore:
P13. Information inaccessibility increases the perceived costs of external information search.
P14. Information quality decreases the perceived costs of external information search.
P15. Information inaccessibility influences the relationship between information quality and perceived costs of information search. The interaction between information inaccessibility and information quality increases the perceived costs of information search.
Time specificity in acquisition. Traditional rational decision-making models suggest that problems are attended to in order of their importance and expected value (Newell and Simon, 1972) . This idea of temporal importance is further extended by Saunders and Jones (1990) , who argued that certain kinds of information sources and media are more appropriate at different phases of the decision-making process. Information is highly time-specific in acquisition if it must be captured when, or very shortly after, it first originates (Choudhury and Sampler, 1997) . In addition, information that is high in time specificity in use is, by extension, also high in time specificity in acquisition, i.e. to use information immediately after it becomes available, one must first acquire it. In their study of export information sources, Souchon and Diamantopoulos (1997) found that in-house marketing research and export market intelligence information obtained from informal sources tend to be used on an immediate basis to avoid a loss of competitive position. Indeed, given that formal research is often too specific to a given situation, its relevance can become outdated. Therefore:
P16. The greater the time specificity in information acquisition, the greater the perceived costs of failing to capture information in a timely manner.
Conceptual framework of antecedents
Information acquisition, information use and export performance While it is generally accepted in the exporting literature that information acquisition can lead to improved performance levels, its role is more likely an indirect one; i.e. what is done with the information collected will have an impact on the decision-making process and, ultimately, on firm performance (Souchon and Diamantopoulos, 1997; Crick et al., 1994) . Therefore, export information acquisition mediates the relationship between export information use and export performance. Information utilization has been conceptualized as the extent to which information is directly used to guide behavior and the degree to which information leads to the reduction of uncertainty in decision making (Menon and Varadarajan, 1992; Cohen and Levinthal, 1999) . Higher levels of information utilization are expected to lead to improved export performance as firms learn to effectively manage competition, identify prospective markets, and satisfy customer needs (Hart and Tzokas, 1999) . Two types of information use are distinguished in the literature: an instrumental and a conceptual dimension. Instrumental use refers to the direct application of information to solve a specific problem or to make a particular decision (Desphande and Zaltman, 1982) . This dimension of information use is often studied in the exporting literature to understand the impact of information search on firm's competitive strategy and export performance (Julien and Ramagalahy, 2003) . Conceptual use of information, in contrast, refers to the indirect application of information to enhance management's stock of knowledge base. This rich and complex aspect of organizational learning has been extensively studied in the international entrepreneurship and strategic literature to understand firms' internationalization patterns and their success in international markets (Zahra et al., 2000) . In the exporting context, conceptual use of information is focused largely on understanding how management's attitudes and perceptions are enhanced or improved about exporting (Zou and Stan, 1998) . Therefore:
P17. Information acquisition has a direct impact on information use and an indirect impact on export performance.
P18. Instrumental use of information is positively related to export performance.
P19. Conceptual use of information is positively related to export performance.
Normative implications of the model for providers of export assistance While the role of export promotion assistance programs is acknowledged as an important determinant of firms' export performance, empirical research suggests opposing findings. As argued by Gray (1997) , government-assisted exporting programs have been quite limited in their scope in developing firms' exporting competency given their emphasis at the firm rather than at the individual level. Indeed, "developing typologies of international business managers, rather than companies (could) help to improve the targeting of export promotion programs" (Gray, 1997, p. 389) . Therefore, to ensure more meaningful and judicious allocation of scarce resources, a typology of managerial orientation, based on the interorganizational constructs of motivation and ability to search, is proposed as a valid and useful segmentation method to improve targeting of export promotion programs and assistance.
IMR 22,2
Based on the interactions between ability and motivation, three different objectives are shown in Figure 2 : Building ! Enrichment ! Confirmation with a focus on each on or all of the five Cs of communication, cost, control, choice, and customization. These export promotional activities describe the response hierarchy model that has been used to explain the process through which a firm becomes a user of export promotion programs and services (Diamantopoulos et al., 1993) . In the initial phase of internationalization, individuals are motivated to internationalize through awareness of export opportunities and benefits. Communicating the existence of current programs to potential exporting firms is necessary to draw the firm's attention towards external assistance. On understanding what is offered, the firm establishes expectations of the degree of helpfulness of assistance. Export assistance can also be differentiated by whether the intent is to provide informational or experiential knowledge (choice). Finally, the third stage is concerned with the experience of the firm as an actual user of particular export promotion programs/services. At this response stage, the key is to enhance perceived value-added contribution of such programs by customizing information (customization) according to firms' specific marketing needs (Seringhaus, 1987) . Earlier discussions suggest that self-efficacy not only contributes to interests and goals directly, but also through its effect on outcome expectations. This effect may be explained by the fact that people tend to expect more desirable outcomes in activities in which they see themselves to be efficacious (Bandura, 1986) . Therefore, to appeal to individuals' self-efficacy beliefs, programs/services that enhance individuals' perceptions of entrepreneurial self-efficacy and outcome expectations are likely to strengthen their internationalization intentions (control). Explanation for each of the five Cs is provided in the Appendix.
A basic assumption underlying Figure 2 is that changes in the amount of resource capacity (cost) and polices for allocating attention to information search efforts are accomplished through motivational processes. When motivation levels are low, both low-and high ability individuals are expected to demonstrate lower levels of search efforts. However, when motivation is high, variability in search efforts due to individual Conceptual framework of antecedents differences in ability will be more evident. The early works of Vroom (1964) suggest two implications from these interactions. First, enhancing individuals' motivational search efforts should exert a beneficial effect on firms' internationalization activities among individuals of both low and high ability. Second, when motivation levels are high, the role of abilities in determining individual differences in search efforts are more pronounced. That is, high ability individuals are expected to show a proportionately greater involvement in internationalization from an increase in motivation than will low-ability individuals.
Building strategy. For individuals in Cell 1 and 2, their low motivational levels place a volitional limit on total resource availability toward extensive external search efforts. In these cases, the choice to engage any, some, or all of one's resources for information acquisition depends on three functional relations:
(1) perceived performance-utility; (2) perceived effort-utility; and (3) perceived performance-resource relation.
For example, consider individuals faced with learning new international skills. Individuals judge the utility of engaging in internationalization through a perceived performance-utility function. In this regard, export promotions need to build awareness among these individuals as a credible and useful information source in improving managerial expertise and knowledge in exporting. As suggested by the response-hierarchy framework, awareness must be accompanied by interest on the part of the decision-maker that the information source will improve decision-making (Diamantopoulos et al., 1993; Kumcu et al., 1995) . Enhancing the availability of and access to critical market information with the objective of developing the export potential of firms with low motivational search efforts are important at this stage. If the perceived performance-utility function is positive, the decision to engage in internationalization must also be predicated on a judgment of the relationship between the individual's effort and performance (i.e. the perceived performance-resource function). The perceived performance-resource function provides a mapping between effort and expected performance that allows an evaluation of the benefits of particular levels of performance relative to anticipated costs of expending effort. Optimization of effort-utility and performance-utility will yield an intended level of effort to be devoted to the information acquisition task. One of the major impediments for smaller firms internationalizing is their inherent lack of internal resources required to develop new business opportunities. In these circumstances, there is often a distinct lack of strategic planning and contingency-based decisions are frequently taken in the absence of adequate marketing intelligence. In this regard, export promotion providers can enhance the perceived performance-resource relationship by addressing resource and skills gaps that are constraining firms from successful internationalization together with systematic information gathering and planning by bringing the necessary experience to bear.
Enrichment strategy. Individuals who are highly motivated in their search efforts, but lack the ability to search are likely to engage in moderate search activity (Cell 4) compared to individuals in Cell 3. Either lacking in financial resources or managerial expertise, export assistance should be targeted with the objective of optimizing individuals' IMR 22,2
(1) perceived effort-utility; and (2) perceived performance-resource functions to ensure a sustained attentional effort to information acquisition.
The performance-resource function has been used to describe individual-differences approach to abilities and task performance (Kanfer and Ackerman, 1989) . In this respect, viewing resources as portions of an individual's attentive capacity, Ackerman (1987) suggests that individual differences in abilities may be conceptualized as differences in individuals' total attentional-cognitive capacity. From this perspective, the role of export assistance and programs is to enhance individuals' general cognitive abilities in acquiring, combining, and using information to develop new skills for internationalization success. Enrichment programs should be aimed at creating awareness about the broad spectrum of services/products available for facilitating and developing international business expertise. Given individuals' higher motivation to search, managers belonging to this segment are expected to exhibit stronger interests in internationalization (Kumcu et al., 1995) . However, to sustain management's interest in exporting, enrichment programs need to go beyond emphasizing awareness, and, instead, aim to understand the underlying differential barriers to internationalization. This means supplying the right information at the right time, and involves not only satisfying objective information requirements, but also providing assistance in the planning and preparation of the internationalization development process (Diamantopoulos et al., 1993) . Therefore, the challenge for public providers of export assistance is to focus on programs/services that match the cognitive demands associated with performance at various stages of the internationalization process. Given that differences in cognitive abilities require different kinds of optimal tailored programs, external providers of export assistance need to develop and maintain customized and one-to-one professional networks with exporting managers. Such processes will ensure direct solutions to operational problems and indirectly provide access to resources needed for the pursuit of internationalization goals.
Confirmation strategy. Given the strong ability-motivation interactions, individuals in Cell 3 are expected to exhibit the highest level of information search activity. Furthermore, these individuals are likely to demonstrate a stronger interest and commitment toward internationalization. Research in metacognitions suggests that perceived confidence in capability for goal attainment is closely related to the initiation of self-regulatory processing (Bandura, 1986) . That is, self-regulation processes involve:
(1) cognitions about one's abilities and effort; and (2) strategies for control over one's cognitive activity.
From this perspective, providers of export promotion assistance need to recognize that whether individuals in this cell are likely to use external information sources will depend on individuals' perceived confidence in their existing skills and capabilities for achieving internationalization goals. Studies have shown that for this group of individuals, they are less likely to rely on external information sources due to their better developed internal capabilities to cope with the complexities of exporting, as well as their specific needs for more focused kinds of information Conceptual framework of antecedents (Leonidou and Adams-Florou, 1999) . However, given that firms are approaching internationalization at an earlier age and their willingness to launch into a diverse range of cross-border activities, international success and survival will depend on their ability to identify, establish, and manage cross-border linkages in the international marketplace (Jones, 1999) . In this regard, export promotion assistance can play an important role in helping management develop the necessary combination of functional and competitive capabilities that will allow them to holistically manage the different types of cross-border links that will contribute best to their firms' overall international development.
Conclusion
A considerable amount of research in exporting has examined the relationship between internationalization involvement and risk perception. Specifically, an understanding of the causal linkages between the various dimensions of involvement and risk has provided rich insights into the psychological mechanisms by which these motivational states occur and their subsequent influence on cognitive and behavioral responses toward internationalization. This paper argues that in addition to understanding motivational determinants of information search, it is equally important to address management's cognitive abilities as they also influence learning and task performance. That is, when firm's motivations toward internationalization are low, both low-and high-ability firms are expected to demonstrate similar low levels of performance. However, when motivation is high, performance variability due to firm differences will be more evident. The success of newly internationalizing companies clearly exemplifies this latter notion. So far, no unified approach current exists for understanding the simultaneous effects of motivation and individual differences in abilities on exporting information search. The conceptual model proposed in this paper is an attempt to close the theoretical gap. By studying information acquisition within the context of the interactions between motivation and ability, normative insights can be gained on the likelihood of management's active participation in information search. From a public policy standpoint, government-sponsored export programs/services are more likely to succeed if positive network externalities are provided to participating firms. These agencies must understand the reasons for a user firm's participation and thereby be able to provide the right incentives for these firms to use their services. Only by understanding information search behaviors in terms of response behaviors, can public agencies improve their design of export promotion programs/services and/or international business education that better meet exporting managers' information requirements and enhance firms' internationalization experiences. Many young firms experiencing rapid internationalization today seem to be spearheaded by individuals with prior management experience (international and prior new venture). As such, government export policy makers need to factor this stock of knowledge into their existing programs/services so that they augment existing skills of these individuals' to further accelerate the internationalization of these companies.
Future research can advance knowledge of export information acquisition in at least two ways. First, the conceptual framework proposed in this paper identifies a number of antecedent variables in the relationship between motivation-ability and information search. In order to create a generalizable and manageable framework, conceptual IMR 22,2 discussion in this paper was limited to those variables most relevant in an export context. Future studies may indicate others or a different emphasis. One direction is to include the type of strategy pursued by the company to understand how the firm's strategy is aligned with that of the external environment. For example, high-performing firms that pursued differentiation and low cost strategies were found to engage in significantly greater amounts of scanning than low-performing firms (Choo, 2001) . Indeed, studies have shown that differentiated products (i.e. highly innovative or highly complex) represent a higher degree of transaction-specific assets that require constant monitoring of customers and the environment Dubinsky, 1995, 1999) .
Other organizational factors may also influence information search activities. Two major organizational themes have emerged in the environmental scanning literature -information climate and outwardness. Information climate refers to the type of information infrastructure implemented, i.e. the processes, technologies and people used in information acquisition and handling information. Studies suggest a strong relationship between top management's attitudes towards information-related activities and the type of information climate and infrastructure established in their companies (Correia and Wilson, 1997) . Outwardness refers to the openness of a company to the outside and is rooted in the concept of organizations as open systems. Open organization are assumed to have greater exposure to information contacts with well-informed people and information-rich contexts. As such studying the relationship between outwardness and exposure to information can help us further understand how the export organization relates to its environment upon the degree of exposure to information of individuals.
At the operational level, fine-grained methodologies may be necessary to provide insights into the complex social processes associated with individuals' motivations and ability to search. Such methodologies may also address a more basic question, that is, how to operationalize the various constructs discussed in the conceptual framework. For example, risk taking has been defined and similarly, measured in numerous ways in the literature (Baird and Thomas, 1985) . Do individuals who internationalize early "see" international risks in the same way as individuals who internationalize later? If not, do they search less or more than their latter counterparts? The same issue is relevant for the other individually-based constructs addressed in this paper. Finally, future research efforts should be directed at empirically substantiating the existence of a typology for the nature of organizational participation built upon the notions of ability-motivation interactions with respect to information search (Figure 2) . The typology will help qualify the need for effective design of training and motivation programs that best exploit the potential contribution of the individual's abilities and motivation to the internationalization task.
Notes
1. According to Kuhl (1984) , behavior is determined not only by the individual's choice among alternatives (choice motivation), but also by variables that affect action during attempts to accomplish the goal (control motivation). One aspect to the second motivational process is self-regulatory activities which are mechanisms for bringing about changes in resource allocation policy toward a task. Activation of self-regulatory processes is expected to differ according to the difficulty of the task and whether individuals perceive themselves to possess adequate abilities or skills to accomplish the task.
Conceptual framework of antecedents
2. A learning goal orientation stems from an intrinsic interest in one's work -a preference for challenging work, a view of oneself as being curious, and a search for opportunities that permit independent attempts to master material (Kanfer and Ackerman, 1989) .
